Introduction {#sec1}
============

Each year, 13.3 million hotel nights are bought by the corporate sector in Sweden, according to the official accommodation statistics, which makes up 54% of the total occupancy rate. With each of these overnight stays comes the necessity for the hospitality industry to supply meals for the business travellers. There have, furthermore, been as increase of 1.5 million hotel nights related to business travel in Sweden over the past ten years, hence accounting for a significant share of the domestic hospitality market. However, very little is known about the business travellers' meals, e.g. the rationale behind the participation in meals *qua* context, as they have not been the explicit focus within the meal related literature. Therefore, exploration of those meals could be important for service providers within the hospitality industry as well as for food studies researchers.

While being at the destination of their travel, business travellers must rely on the food supply available to them at restaurants and other food outlets for their meals, that are contextually different from the habitual meals. What is more, as meals are an important part of everyday life, managing these meals away from home, in a less known environment, add to the possible complexity of their situation. To handle this emerged complexity business travellers are known to create strategies to handle their work life, e.g. by minimising the time they spend at a destination ([@bib15]), trying to manage family life while being away from home ([@bib20]; [@bib33]), or by adapting their meal patterns while travelling to better suit their situation and situational identity ([@bib49]).

Meal as part of daily routine {#sec1.1}
-----------------------------

Business travellers are often represented as very busy managers and professionals, with a high degree of autonomy ([@bib1]; [@bib14]). This does, however, only reflect part of the business traveller work force, as it also includes workers at the operational level such as technicians and construction workers ([@bib1]). Furthermore, there is an on-going and continuous process of normalisation of the business travellers\' self-identity, starting in a sense of glamour and ending in a perception of normality ([@bib43]). That is, to a large extent, business travel is not considered to be glamorous by the business travellers themselves, but is rather considered to add to the complexity of everyday life due to factors such as the need to manage work-space on the go ([@bib3]) difficulties following diets ([@bib21]); increased alcohol consumption ([@bib15]; [@bib48]), and feelings of neglectance toward the family due to long working hours ([@bib43]; Saarenpää, 2016). That is, being part of a context where the person, due to travelling arrangements does not have the means to carry on habitual practices have e.g. an effect on meal patterns which in turn could affect the health of the person.

Practice, or social practice, in this sense is understood as a set of organised everyday activities. Such meal patterns are found at the cultural level of society and relates to the order in which meals occur during the day and what type of food is eaten during that timeframe ([@bib11]; [@bib24]). The engagement in meals, in Sweden, follow a pattern that is currently made up of three main meals and an in-between meal snack ([@bib22]), where one meal, breakfast, is cold and commonly eaten between six and nine in the morning and two meals are served warm. Lunch is usually eaten between eleven and noon, and dinner between five in the afternoon and seven in the evening ([@bib11]). The three-meal pattern is, in a historical sense, a recent development, traced to the late nineteenth century ([@bib11]). The pattern, when established, seems to get adhered to by the majority of the population and also be resistant to change ([@bib13]), a resistance that has also been observed in Great Britain ([@bib40]).

This cultural aspect of eating is, furthermore, carried on at the level of the individual as part of an individual\'s everyday meal practices. While travelling in contexts involving high level of organisation e.g. meetings, incentives, conferences, and exhibitions (MICE), meals are often taken care of by external parties such as travelling agencies, meeting planners, or convention bureaus ([@bib44]). That is, activities where organisers are heavily involved, such as conferences, often include meals as part of the package - leaving individuals with very little, if any, say in what food they are going to be served and with whom they will dine, for the duration of the event, possibly conflicting with their habitual meal pattern. There are, in contrast, also business travellers who travels with less organisational involvement where the plethora of individual expertise becomes visible (Davidson and Cope, 2003). It is within the scope of this individual business travel that, for example, data is gathered for research, houses and roads are built, customers and suppliers are met, technical problems are solved, and knowledge is disseminated. Furthermore, this different level of organiser involvement presents another opportunity regarding the availability of meals.

The process of the meal {#sec1.2}
-----------------------

Meals are an important part of identity, both at the societal and the individual level ([@bib6]; [@bib9], [@bib10]; [@bib11]; [@bib38]; [@bib39]). As a consequence, they are also driving activities of people. These activities related to meals could be seen in the leisure traveller using the meal as a means of exploration and discovery ([@bib23]; [@bib29]; [@bib41]). There is however, to our knowledge, no indication in the literature of how business travellers rationalise their meals. Instead it has been stated that "\[f\]ood study in the tourism social science is simply ignored or taken for granted" ([@bib29], p. 299). Albeit it is an older source and a lot has happened since the paper was published, it still holds true for business travellers' meals.

It is known that business travellers experience parts of their work situation as stressful because of the necessity to balance work and family life while travelling, and meals are a part of this needed balance ([@bib15]). Given the meals cultural, societal, and individual importance, studying business travellers\' activities related to meals while being away from home, becomes an important first step in understanding the practice of business travellers\' meals, as a whole. Furthermore, the meal is a context in which social beings participate, meet, and eat and drink (J. [@bib4]; [@bib16]; [@bib18]), a context in which contextual understandings give meaning to the entirety of the meal ([@bib35]). This contextual meaning is depending on who the experiencer is and with whom the experiencer associates. That is, it is depending on the experiencer\'s identity. The meal could hence be understood as a collection of contextualised actions, experienced, or understood, on the basis of who the individual experiencing it associates with.

Knowing more about how business travellers practice their meals could thus have societal benefits, such as reducing stress, as well as managerial benefits for the hospitality industry, such as being able to create better value options for the customers. Thus, the aim of this article, as a first step into understanding business travellers' meal practices, is to explore the actions performed by business travellers at the destination of travel as part of their meal practice.

Understanding the complexity of the notion of the meal, a theoretical framework drawing on both social identity theory and social practice theory have been established to easier grasp, and understand, the actions of the business travellers related to their meals.

Theoretical framework {#sec2}
=====================

The choice of theory often comes down to help explaining, what could not be said without it. When studying a group of persons being part of the same social category, or demography, one such theory that could help understand, and conceptualise, the particularities of that group is social identity theory ([@bib36]; [@bib28]). While social identity theory might help conceptualise, and hence speak about abstract phenomena occurring at the group level, other theoretical approaches are needed to bring this abstraction down to the concrete, everyday consequences of activities related to the phenomena. Social practice theory is one such stream of theoretical conceptualisation that involves everyday activity as the fundament of the social ([@bib45], [@bib34], [@bib46], [@bib42]). Thus, this paper utilise two theoretical streams to conceptualise the group, that is, social identity theory to conceptualise *who they are*, and social practice theory to bring forth their actions, that is, *what they do*.. By bringing these theoretical approaches together, we hope to shed light on *why they do what they do.*

Social identity theory {#sec2.1}
----------------------

[@bib36] state that social groups are constructed from social categories, out of which individuals shape their identities. Social categories exist on a scale between static and dynamic. The static categories, also include high inertial categories e.g. being a mother, belonging to a specific ethnic group, or being a man; whereas, dynamic categories are more fluid e.g. being a business traveller, a CEO, or a vegan. The categories could also be linked to abstract social phenomena, such as being a winner or being fashionable. [@bib36] argue that being part of a group, an in-group, is defined in relation to the groups that are not part of your identity, the out-groups. In social identity theory the assumption of difference maximization between in-groups and out-groups is important, that is, the groups strive to maximize the difference of possessed scarce resources such as power or wealth between the own group and other groups ([@bib36]). This differentiation is made visible in certain performances, such as consumption.

The phenomenon of consumption is intrinsically linked with production and not only the production of goods and services but also the production of consumer identities ([@bib7]; [@bib8]; [@bib17]). Instead of being stable and closely connected with personality, an identity could be seen as something fragmented, dynamic and contextually shaped (D. [@bib28]). ([@bib30]) argues that an individual has the opportunity to perform an infinite number of potential social identities based on the understanding of the culture in which the individual acts. These identities, he claims, would be based on any social category within a given culture, that is, any socio-cultural construct could be the base for an identity. This is a contextual take on identity, or identities, sharing some fundamental principles with other views on identity such as the view that identity is a category label to which a person associates by either their own choice or by endowment ([@bib31]). Identity has also been linked to other things than individuals ([@bib34], p. 52). abstracts something\'s identity to "what something is, is relative to where it fits into given arrangements." This does mean that the setting, for example a meal, has its own identity depending on the social setting in which it is experienced; further, it also means that the identity of the meal is experienced by the participants in it, that is, the meal could have different meanings, therefore different identities, depending on the participating individuals. To exemplify, the salient aspect of a meal could be understood as a business meeting by one participant, whereas another participant could view the same meal as a social event.

Within social identity theory, the concept of identity salience is central. When an identity becomes salient it becomes the dominant identity, governing how the individual acts within a specific context. When the individual\'s identity becomes salient with regards to a specific social group, that group\'s consumer behaviour will also be practiced by the individual ([@bib28]; [@bib30]; [@bib31]; [@bib36]). This would also hold true for social roles as a type of identity ([@bib31]), such as the role of being a business traveller. Being part of a group, or identifying with a specific social category, thus, comes with a set of appropriate consumer behaviour sanctioned by the group. This appropriate behaviour, the doing, or performing of an identity, could be an inherent part of the social practices related to the group membership.

Social practice theory {#sec2.2}
----------------------

The notions of *practice*, *social practice and practice theory* are widely used within the social sciences of today. This terminology is however, to a degree, mystifying as there are numerous practice theories with their own intrinsic, ontologically different, takes on social practices. This study is framed within the social practice theory as it is conceived within the works of social theorist and philosopher Theodore Schatzki.

Schatzki (1996, 2005, 2012, 2019) conceptualises social practices as the organisation of actions into meaningful activities. One of the more common descriptions of practices is that they are a "temporally unfolding and spatially dispersed nexus of doings and saying" (Schatzki, 1996, p.89).

Since practices in this way are temporally unfolding and spatially dispersed, that is, they have an integrated spatial-temporal aspect. With this, it is implied that practices are performed, or enacted, in physical space and that this performance take place over time. It further relates to the driving of practices through time, that is, as new activities are added to the practice, it\'s temporal dimension extends ([@bib34]). To exemplify, there are a manifold of activities that make up cooking practices, such as peeling, chopping, sautéing, broiling, reducing, plating, and so on. All these activities occur over time, in relation to the same practice, moreover, they occur at specific places within the realm of physical space, often in a kitchen.

The aforementioned notions, or concepts, relate to qualities of the activities, actions, or *doings and sayings*, that make up social practices. Doings and sayings are, in a mundane sense, easily discernible as what people do and people say. In theories however, things are seldom as mundane as they first seem. In 2002 (p. 72) Schatzki elaborates on doings and sayings as being bodily by stating that "\[b\]odily doings and sayings are actions that people directly perform \[...\] not by way of doing something else." Doings, in this sense, are to be understood as bodily movements that in them carry no meaning, such as tapping the keys of a keyboard, whisking, or jumping. Sayings, however, are a subset of doings; that is, sayings are doings that say something about something. Sayings, though, are not dependent on language, although the relationship is close, waving, pointing, or shrugging are all means of communicating something and, hence, are sayings. In contrast it has been argued that "a doing is always the doing of something" and that "a doing is the performing of an action" which could hint that even doings carry meanings and are not just the performance of basic actions ([@bib42], p. 28).

The organisation of sayings and doings into practices relates to the ontological foundation of the theory of practice. Schatzki argues that the basis for the study of practices is that the social can only be analysed by studying the *sites* of human coexistence ([@bib47]). It is furthermore argued that the *site* is the location of where something transpires, that is, all things that exist or occur do so somewhere, this somewhere is the *site.* This location is not only the physical location but also the temporal, the phenomena\'s place in a historical context. It is, furthermore, placed in a teleological location, a location of meaning, that is, where it fits in, in the scope of ends, purposes and tasks. The last location ([@bib34], p. 43) mentions is the activity-place space, which is "composed of places and paths, where a place is defined as a location to X (where X is an action), and a path is defined as a place \[...\] to get from one location to another." Eating lunch with a customer while on a business trip is simultaneously taking place in all of these locations, it takes place in a spatio-temporal location, a restaurant during a specific time of the day; moreover, within a teleological structure it takes place within the tasks, purposes and ends of the business travel practices. It is also located in activity-place space, where the restaurant is the location to eat, do business, meet, and so on, but also the path onward in an activity structure; this path could lead to a manifold of different activities such as closing a deal or other meetings. Within this *site*, doings and sayings, are bundled together into practices and practice-bundles, through understandings, rules, principles, precepts and teleoaffective structures, such as: ends, meanings, emotions, beliefs or projects. Doings and sayings should be understood as actions, which could be both mental and bodily (Schatzki, 1996).

Based on these theoretical concepts, the intent is to capture, explore, and describe the actions, *doings*, performed by business travellers, at their destination, on a business trip and by that, begin to map out their meal practices. In order to capture practices, Schatzki (2012) mentions that a survey is not a tool to capture the entirety of a practice; however, he does state that it is a means to create a broad overview of a phenomena relating to practice. That is, by conducting a survey study of general patterns of activity within a group, *doings* can be captured to create the basis for further exploration into the organisation of business travellers' meal practices.

Method {#sec3}
======

A web-based questionnaire was developed, by following the step-wise manner suggested by ([@bib2]), as a means of capturing business travellers' actions in different meal situations while travelling, as well as while being at home. However, only actions related to being at the destination will be presented in this study.

Initially an interview guide was produced, built around themes associated with the three main meals of Swedish food culture - breakfast, lunch, and dinner. Semi structured interviews ([@bib2]) were conducted, with the goal to capture actions performed in relation to meals of ten individuals who regularly travelled as a part of their job. The respondents were recruited through a social media platform, aimed at Nordic business travellers, as well as through already established social networks. The respondents were offered the opportunity to choose how they wanted the interview to be conducted, as suggested in the literature (R. [@bib5]; [@bib19]; [@bib32]). Eight preferred e-mail interviews and two preferred telephone interviews. The data gathered was then used in the construction of the questionnaire, where the actions mentioned by the respondents in the interviews were reformulated as claims ([Fig. 1](#fig1){ref-type="fig"}, [Fig. 2](#fig2){ref-type="fig"} ). The first draft of the questionnaire was discussed with a reference group of scholars from food and tourism related disciplines, before it was sent on a pilot run to eight business travellers. Input from these eight respondents led to minor changes of the questionnaire, such as the correction of spelling and the clarification of information given. The finished questionnaire comprised two blocks - travelling alone and travelling in the company of someone. This was subsequently divided in to two contexts each - during the travel and while at the destination. Questions, formed as claims, about the meals (breakfast, lunch, and dinner) were repeated for each context. However, only actions related to being at the destination will be presented in this study. The number of claims varied between nine and eleven. The respondents were asked to rank each claim on a seven-grade rating scale ([@bib27]), ranging from 1 = *do not agree* to 7 = *completely agree*. The final questionnaire was made up of a total of 153 such claims. One claim, regarding the bringing back of lunch to the hotel room while being in company of others, was mixed up in the questionnaire and will not be part of the analysis.Fig. 1Actions at the destination while being alone. The scale is ranging from 1 - "Do not agree" to 7- "Completely agree". Numbers at outliers denotes number of respondents at each point on the scale. Total n = 434.Fig. 1Fig. 2Actions at the destination while being in the company of someone else. The scale is ranging from 1 - "Do not agree" to 7 -"Completely agree". Numbers at outliers denotes number of respondents at the point on the scale. Total n = 293.Fig. 2

Population, administration and analysis {#sec3.1}
---------------------------------------

Domestic business travellers, as a group, are an unknown population in the sense that there is no register of who they are. To sample from such a group, a purposive self-recruiting criterion sample approach was deployed. The eligibility criteria were that respondents regularly travelled as a part of their job and with a frequency of at least twice per year. Due to the exploratory character of the study about this unknown population, no calculation of statistical power was made. No ethical permission by the regional ethical board was necessary. No sensitive data as defined by the Swedish law of ethical review was collected and adult business travellers were not deemed to be a vulnerable group. In addition, participation was voluntary, no personal data was asked for and the data was kept confidential.

In April 2018, an invitation to participate in the study and complete the questionnaire was distributed through the newsletter of Scandic Hotel\'s loyalty program, with an estimated 27000 members - although not all were business travellers. By the closing of the data collection period, after 14 days, the questionnaire URL had been contacted over 2400 times and answered by 538 individuals. No logs of these URL contacts were saved by the service provider so it is not possible to rule out duplicates, however, we deem it improbable that someone would answer the questionnaire more than once.

Data gathered from the questionnaire was analysed for descriptions, and differences in actions related to the meals based on the demographic data collected, both for those travelling alone and in the company of others while being at the destination of their travel. Kruskal-Wallis, Mann-Whitney U, and Fisher\'s exact test, was used to analyse for variations between the groups in four categories (gender, income, travel days and age). For categories with more than two groups, post hoc analysis was done by Dunn\'s pairwise test and significance was adjusted for mass significance with the Bonferroni correction. The statistical analysis software IBM SPSS Statistics (version 25.0.0, IBM Corp, Armonk, NY) was used. P \< 0.05 was considered statistically significant.

Reliability & validity {#sec3.2}
----------------------

The guidelines to ensure reliability and validity proposed by ([@bib37]) were guiding the work with the creation of the questionnaire. We sought to establish *face validity* by conducting interviews with members of the targeted group and, in turn, using their answers as the foundation for discussion with an expert group of scholars, as a first step in the questionnaire creation. The first draft of the questionnaire was distributed to selected number (n = 8) of respondents who were similar to the intended target group. The feedback received motivated some changes to the questionnaire, such as clarifying the information given, correction of spelling, and changing the order of some questions to make the flow more logical. In order to check the internal consistency of the questionnaire, each context of the two blocks was tested by applying Chronbach\'s alpha with scores ranging from,784 to, 857.

Results {#sec4}
=======

In total, 538 participants answered the questionnaire ([Table 1](#tbl1){ref-type="table"} ). The majority were male (77%), aged between 46-65 (70%), had an income above P75 (56%) and travelled at least 50 days per year (67%). Initially, a general overview of the results will be presented. That is, presenting how the responding business travellers acted in relation to their meals while travelling alone ([Fig. 1](#fig1){ref-type="fig"}) and while travelling in the company of someone else ([Fig. 2](#fig2){ref-type="fig"}). Following that, analysis made on the basis of demographic variables will be presented ([Fig. 3](#fig3){ref-type="fig"}, [Fig. 4](#fig4){ref-type="fig"}, [Fig. 5](#fig5){ref-type="fig"} ).Table 1Demographic data and extent of travelling among the participating business travellers (n = 538).Table 1GenderFreq%AgeFreq%Female1252318--2510Male4137726--35275Other0036--451031946--552134056--651643166+306Annual Travel DaysDomestic income percentile;Available from Statistics SwedenFreq%Freq%\<520P25205--24346P25--P5048925--4914226P50--P751713250--7415829P75--P902654975--10010019\>P905210\>10010219Fig. 3Significant differences between females and males while travelling alone analysed by Mann-Whitney U.Notations of p-value \* \<0,05 \*\*\* \< 0,001.Fig. 3Fig. 4Significant differences found within the gender category while travelling in the company of someone analysed by Mann-Whitney U.Notations of p-value \* \<0,05 \*\*\* \< 0,001.Fig. 4Fig. 5Income distribution between female and male respondents as percent of total in each group, sorted into domestic income percentiles (P). There is a statistical difference of income between genders in the group according to Fisher\'s exact test (p \< 0,001).Fig. 5

Meal practices as a whole {#sec4.1}
-------------------------

The common practice amongst the business travellers in this study was to eat their breakfast at the hotel, and to some extent (2--7 on the ranking scale), eat it faster than when they were at home, whether travelling alone ([Fig. 1](#fig1){ref-type="fig"}) or in company with others ([Fig. 2](#fig2){ref-type="fig"}). The breakfast was treated as an important aspect of the travel, as it in most cases influenced the booking behaviour of the business traveller, that is, they booked a hotel that they knew served a breakfast they liked and also, to some extent, there was a strategy or plan relating to having breakfast at the destination.

Half of the individuals responded that they, to some extent, used applications for their smartphones to find a restaurant or a food outlet to have lunch, rather than eating lunch at the hotel, which was seldom done. However, in about a quarter of the cases, the lunch was usually had in proximity to the hotel. As with the breakfast, the lunch was reported, to some extent, to have been eaten faster while on a business trip than when having the habitual lunch. The quality of served lunch does not reflect on the booking behaviour as strong as the quality of served breakfast does. In contrast with breakfast though, there was a higher reported price consciousness related to the lunch.

As with the lunch, using smartphones to find a suitable outlet for dinner was an activity performed. However, the most common practice reported was eating dinner at the hotel, even though looking for restaurants close to the hotel was also a common practice, and as with the other meals, the dinner was reported to be eaten faster than the habitual one. Further, the dinner, like the breakfast, seems to have an influence on the booking behaviour. Hotels are to some extent booked based on the image of the dinner served. Dinner was also the meal where the individuals reported the highest amount of price consciousness and a large proportion also reported that they, to some extent, bought food outside of the hotel and brought it back to eat alone in their rooms. Dinner was also the meal that was reported as the most planned ahead meal of the three.

While travelling in the company of someone else, there are a few differences in reported actions ([Fig. 2](#fig2){ref-type="fig"}). It seems that, to some extent, the meals are allowed to take a longer time while in the company of someone, rather than when eaten alone. Further, the behaviour of buying dinner outside of the hotel and eating it alone in the room is reported to a lesser extent by travellers in the company of someone, relative to those who travel alone.

Gender {#sec4.2}
------

Our data show gender differences in relation to the performance of meal related actions, both while travelling alone ([Fig. 3](#fig3){ref-type="fig"}) and while travelling in the company of others ([Fig. 4](#fig4){ref-type="fig"}).

Women articulated that they, to a higher degree than men, perceived themselves to consume their lunch (p \< 0,05) and dinner (p \< 0,001) faster while being away from home for work than they would do while being at home. Furthermore, women were also more dispositioned towards finding somewhere to purchase dinner through the use of some kind of technical assistant, like an application in their phone (p \< 0,05). According to our findings, women ranked a higher propensity toward planning their lunches (p \< 0,05), and expressed a higher degree of price-consciousness towards the lunch and the dinner (p \< 0,05). Women, moreover, showed a higher tendency to buy their food outside of the hotel and bring it back to their room and dine alone (P \< 0,001); while men, in contrast, to a larger extent than women (p \< 0,05) perceived themselves to actively search for social situations to insert themselves into, to be able to have dinner together with someone, even though they were travelling by themselves.

Travelling together with someone, that is being at the destination of the travel in the company of someone, be it a colleague or a customer, requires another set of performances where the differences between women and men were not as distinct as while the business travellers were travelling alone. However, one aspect that repeats itself, is that the women, to a higher degree than the men, considered themselves to be more price-conscious in relation to the lunch (P \< 0,001) and the dinner (P \< 0,001), also when being in company with others. They were also using technical devices, such as smartphone applications to find restaurants to eat dinner at, to a higher extent (P \< 0,05).

Income {#sec4.3}
------

Male respondents had a higher income than the female respondents did (p \< 0,001; Fischer exact test) ([Fig. 5](#fig5){ref-type="fig"}).

Differences found in the income category ([Table 2](#tbl2){ref-type="table"} ) were in some cases reflected in the same claims present in the gender category, such as the price-consciousness exhibited by the respondents or the use of technical assistance, such as applications from a smartphone, to find a restaurant to eat at.Table 2Variance found in the Income percentile group.Table 2Domestic income percentileP25--P50P50--P75P75--P90\>P90**Claims (Alone)**I usually eat my lunch faster when I\'m travelling4(1--5)^a^2(1--4)^b^2.5(1--4)^a,b^I usually eat my dinner faster when I\'m travelling5(3--6)^a,d^2(1--4)^d^2.5(1--4)^a^I use applications to find somewhere to have lunch4(1--5)^a,b,c^1(1--4)^a^1(1--3)^b^1(1--2)^c^I use applications to find somewhere to have dinner4(1--6)^a^1(1--4)^a^I control the price of the lunch before I eat5(2.5--7)^a,d,e^3(1--5)^a^2(1--4)^d^2(1--3)^e^I control the price of the dinner before I eat6(4.5--7)^b,d^4(2--6)^a^4(2--6)^b^3(1--5)^a,d^I buy my dinner outside and bring it back to my hotel room4(1--5.5)^a^1(1--4)^a^**Claims (In company)**I buy my dinner outside and bring it back to my hotel room2(1--4)^a^1(1--3)^b^1(1--2)^b^1(1--2)^a^I search for a restaurant close to the hotel where I can have dinner5(3--6)^b^3(1--4)^a,b^5(3--6)^a^[^1]

Significant difference related to price-consciousness was found related to both lunch and dinner when the business travellers were travelling alone. The low-income group (P25--P50) experienced a higher degree of price-consciousness that the travellers belonging to the higher income percentiles. Differences in price-consciousness regarding dinner were also observed between the group consisting of travellers in the 50th to 75th percentile group and the travellers from the highest income group (\>P90). The utilisation of technical assistance was more common in the lower income group (P25--P50) than in the higher income groups - this was most prominent related to having lunch when being alone. Eating dinner faster was most strongly exhibited in the lower income group (P25--P50). However, in relation to lunch, the mid-income group (P50--P75) experienced that they spent less time on their meals than the higher income groups (\>P75). The lower income group were also more prone to buying dinner outside of their hotel and bringing it back to their room than the group of travellers with income between the 75th and 90th percentile - they were also more prone to this performance while being in the company of someone else. While being in the company of others, both the low-income and the high-income groups (P25--P50 & \>P90) were more likely than the mid-income group (P50--P75) to search for restaurants outside of the hotel to have their dinner at.

Discussion {#sec5}
==========

The results elucidate parts of business travellers' actions related to potential meal practices, as a whole, as well as the differences in practices enacted within the gender and income categories.

The results show that in relation to most actions, there is a large variation in how often certain actions are perceived to be taken in relation to the meals. We interpret this as a sign that there are numerous identities and hence multiple practices enacted within the studied context. The behaviour surrounding breakfast described in the results could suggest the existence of a special business traveller identity or practice in the context of Sweden. As a part of strategizing the business trip, as described by [@bib20] and Saarenpää (2016), it is possible that hotels are more likely to get booked if they are known to serve a breakfast that the traveller likes. The hotels' breakfast can function as, what Schatzki (2003) calls a site of practice. It has a place, physical and temporal, it has a place within a teleological structure in relation to the concept of business travel, and it has a place in the activity-place space.

With regards to the lunch meal, at an aggregated level, the data did not show any clear, common, behaviour related to performed non-basic actions, rather the lack of such unified behaviour suggesting a specific practice might be carried on. This could very well be explained by the many different types of business travellers there are, as suggested by Davidson and Cope (2003), and that the practices should not be sought after in relation to the meal but in other, work-related, aspects.

As with the breakfast, the dinner shows signs of being part of a business traveller practice. Gustafson (2012) suggests that the usage of travel time could be used as a means for relaxation -- in this study the dinner is conceptualised in the same manner. The restaurant at the hotel is easy to access and offers a time-saving option, as opposed to searching for other establishments to have dinner at. This practice of eating at the restaurant of the hotel is not as distinct while being at the destination in company with others, which might again be explained by the reason for travel. While travelling with others, there might be a higher level of organiser involvement, when the purpose is, for example, a conference. A different set of practices could be at play in those situations.

Difference in the actions taken between women and men emerge when analysing the data based on the reported gender. These differences are, however, more prominent in the context of travelling alone than during the context of travel in the company of someone. While travelling with others to, for example, conferences or organised meetings, Davidson and Cope (2003) suggest that there are different levels of organiser involvement, which might be one explanation for this difference. However, while travelling alone this difference becomes more visible.

The difference was found in relation to two meals, lunch and dinner. Through the lens of social identity theory, these differences could be explained by different identities taking salience, and therefore different social practices are being carried on. Within the context of spending the evening alone at the destination of a business travel, the opportunities to act out different identities, as suggested by [@bib30], work-related ones are likely more common than when travelling as a group to a trip with organiser involvement. That is, the traveller is not necessarily part of the business traveller group, as a salient collective identity, while being alone and can therefore act in a way more in line with habitual identities.

So, when the men in this study, to some extent, ate their dinner in the hotel\'s restaurant, or searched for social contexts to insert themselves into to have dinner, perhaps they choose to do this to uphold an image, or keep an identity salient. This could indicate that these practices are more in accordance with the expected practice of male business travel. Whereas the women, albeit they also ate in the restaurant of the hotel, to a larger extent, than the men, did chose to eat alone in their hotel rooms. This may suggest that there are gendered practices linked to business travel.

Significant differences were also found in the income category, with the largest differences being found between the relatively lower (P25--P50) and relatively higher income (P \> 75) groups. To be able to make certain aspects of an identity salient, hence acting out its embedded practices, certain prerequisites must be fulfilled. One such prerequisite is the availability of economic capital. The lower income group expressed a higher degree of price consciousness, perhaps related to their usage of technical assistance, while also stating that they more often brought back food to their room than others did. When in the company of someone else, both the lower income and the high-income groups did choose not to eat at the hotel to a larger extent than the income groups in between them. Given the other results of the analysis based on income, it could be stated that there are two different practices being carried out in this context.

The data gathered shows the performances acted, related to non-basic actions, that is, what the business travellers conceive themselves to have done, acting in the world - it does not, however, capture the teleoaffectivity, the meaning, of those actions. Practice theory gives us the hint that there is a teleoaffective structure (Schatzki, 1996; [@bib34], 2019), or intelligibility, motivating these non-basic actions within the practice of the meal; the questionnaire could however not capture it. This limiting factor of the material on the performance of activities could also be observed when analysis was made on the basis of income level, where we can see differences in performance in meals while travelling in the company of others.

The differences found within the practices carried out by business travellers, opens up for new research to identify the teleoaffectivity and understandings behind the actions carried out in relation to the meals, that is, into the meaning of being a business traveller having a meal while being on a business trip. Furthermore, it opens up for research into what ends and projects motivate the performance of business travellers' practices.

Conclusions {#sec6}
===========

In this article we have explored actions, as they are perceived to be performed, by domestic business travellers in relation to meals at the destination of a business journey and how these actions vary between social categories, or potential constructors of identity. These actions, or doings, of business travellers are parts of meal practices within the organisation of practices that make up the practice of business travel. What we found in our analysis is that there does not seem to be one, unified, meal practice while travelling for business, but rather a manifold of non-basic actions relating to, what we assume to be, a number of practices relating to the same practice bundle.

The paper has focused on activities related to the facilitation of an eating activity rather than focusing on the food *per se*. As such, we cannot say how specific dietary preferences, e.g. preferences for plant-based food, organic food, *healthy* food, has governed the performed activities. We do, however, suggest that this article has opened the door, providing an entry point, into further inquiry of the meals of business travellers.

Furthermore, on the topic of healthy, and health, this article has been written during the global crisis brought forth by CoViD-19. The disease has already proven to be a disaster for the hospitality industry ([@bib12]; [@bib26]). Consequently, as our results are from the pre-CoViD era, other logics than those observed here might be driving future activities. This is something that future research need to account for.

Managerial implications {#sec6.1}
-----------------------

This study has elucidated differences in activities and actions related to the meal, between groups, based on gender and on level of income. These differences could possibly be of interest to hospitality and restaurant managers with a customer base made up of business travellers. Knowing, for example, that women are more likely than men to avoid restaurants while travelling alone, opens up for new value offerings related to meals. Furthermore, knowing that economy seems to have an important role, even for a group that is generally perceived as economically well off, also creates opportunity for managers to help their customers to have enjoyable meals.
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[^1]: Data are presented as mdn(P25--P75), same letter indicate significant difference between groups. ^a,b,c^ = p \< 0.05; ^d,e^ = p \< 0.001 analysed by Kruskal-Wallis and Dunn\'s pairwise. All significance values have been adjusted for multiple tests with the Bonferroni correction.
